Universities in Kenya have subscribed to a range of electronic books and electronic journals through the Kenya Libraries and Information Services Consortium (KLISC). The lack of an effective marketing strategy has been identified as one of the major barriers to their utilization. This paper presents the results of a survey study on the application of a strategic approach in the marketing of electronic resources, or e-resources. The study also sought insights into academic librarians' understanding of marketing principles and the challenges they face in carrying out marketing activities. A questionnaire created using Google Forms was used to gather data. Respondents were recruited by email from institutions that belong to KLISC, and a total of twenty-nine members responded. The responses gathered reveal that although academic librarians are carrying out some marketing activities, the majority of them are not applying a strategic marketing approach.
introduction
The partnership of the Kenya Libraries and Information Services Consortium (KLISC) and the International Network for the Availability of Scientific Publications (INASP) enables academic, public, and research libraries in Kenya to access a spectrum of electronic resources, or eresources, that individual universities may otherwise not be able to afford. However, the uptake and usage of the e-resources is a major concern for many members of the consortium. A monitoring survey commissioned by INASP and KLISC linked low usage of the e-resources to a low level of awareness resulting from poor marketing and other challenges. 1 In addition, budget cuts have added to the pressure on libraries to justify their existence and to reconsider their role as information and service providers. This pressure calls for academic libraries to be strategic in marketing their products to their users and potential users in order to raise awareness and enhance the use of these products.
principles of marketing without presenting much in terms of empirical research on library practice. 4 They urge library and information professionals to take a proactive and organized approach to marketing. Yi and co-authors concur on the absence of empirical studies on the subject. 5 The lack of empirical research may indicate that, despite calls to take a strategic approach to the practice, libraries have yet to embrace the principles of marketing in their totality.
Marketing of Electronic Resources
According to Kennedy, the move from print to electronic formats has made the challenge of effective marketing of e-resources apparent. 6 Consequently, Satpathy and Rout emphatically state that although a large number of electronic resources are being acquired by libraries, their use is less than satisfactory in many libraries. 7 Smith explains that the extent of use of library resources is what determines their level of relevance, and she cites lack of awareness as the main reason for low usage. 8 Alford aptly points out that the marketing of e-resources presents unique challenges since libraries have no control over search interfaces that may be unintuitive, complicated, or confusing. 9 The situation is made worse by publishers supplying resources that are prepackaged in databases.
Woods advises that successful marketing of e-resources requires an annual marketing plan. 10 The marketing plan is what puts the principles into action in a strategic manner. Duke and Tucker have elaborated on how to develop a marketing plan for an academic library.
11 They posit that a marketing plan provides a guideline for logical and comprehensive planning of marketing activities. In a survey on the marketing of electronic books in academic libraries, Vasileiou and Rowley found that libraries are undertaking some marketing actions innovatively.
12 However, the process is not organized and strategic. Kennedy states that although libraries understand the need to market, they generally fail to develop a plan to do so.
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Marketing in the LIS Curriculum Singh attributes a strong marketing orientation in libraries to exposure to marketing education and seminars.
14 This underscores the need to incorporate marketing education into LIS curricula. Gupta and Savard assert that marketing has been identified as an important competency for professionals in LIS in the United States and Canada. 15 Kanaujia makes a similar observation in his study of Indian research and development libraries and comments that very little has been done in the area of training in marketing.
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methodology: participants and questionnaire This study used a purposive sampling method to recruit respondents. Respondents were those likely to have knowledge of e-resources management and known to have participated in e-resources management at their respective institutions. Email addresses of potential respondents were obtained through the KLISC website, which has a membership list.
17 A link to the questionnaire was sent by email to members of the sample group. The online questionnaire was designed using Google Forms. The questionnaire consisted of five sections including demographic data, awareness and usage of e-resources, understanding and perceptions of marketing principles, application of marketing principles, and training in marketing principles.
The response rate to the questionnaire was initially low, but a reminder through emails and phone calls helped yield a response rate of twenty-nine respondents (64 per cent) out of a total of forty-five questionnaires sent. The respondents were from twenty-eight universities out of a total of forty-nine public and private chartered universities in Kenya. A majority of the respondents reported having worked in e-resources service units. Twelve (41 per cent) had worked in an e-resources section for over six years, while seven (24 per cent) had worked in e-resources for five to six years. presentation and discussion of findings The data gathered from respondents is presented in tables and analysed using simple percentages. Individual percentages were rounded up or down to the nearest whole number, so summing percentages in the tables may not equal 100 per cent in all cases.
Awareness and Usage of Electronic Resources
A study by Nazir attributes low usage of e-resources to a lack of awareness of the different types of such resources. 18 The findings of this study support this position. Respondents were asked to rate patrons' awareness and usage of e-resources at the libraries where they work.
The respondents' ratings for the level of awareness correspond closely with their ratings for the level of usage. Eighteen respondents (62 per cent) rated the level of awareness as fair, and twenty-one (72 per cent) rated the level of usage as fairly satisfactory (Table 1) . Only two respondents (7 per cent) rated the level of awareness as very high. Proportionately, three (10 per cent) rated the level of usage as satisfactory. Considering the fact that KLISC has been in existence since 2004, 19 the generally low level of awareness is a little startling.
Access to and Analysis of Usage Statistics
The overriding goal in all marketing strategies for e-resources is to raise usage levels for the resources subscribed to and consequently to justify the expenditure. The quantifying and tracking capability of usage statistics was therefore a critical part of this study. Respondents were asked if their library has access to usage statistics from publishers. Nineteen respondents (66 per cent) reported that they are able to access publisher-supplied usage statistics, while five (17 per cent) are unable to access usage statistics. The finding that a significant percentage of the respondents report having access to usage statistics contrasts with earlier literature on the subject Very unsatisfactory 1 (3) that seemed to carry an undertone of frustration born of challenges to accessing, interpreting, and analysing usage data.
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Six respondents (21 per cent) reported that they never analyse usage statistics at their library, while thirteen respondents (45 per cent) analyse the data annually. Although libraries subscribe jointly to the resources through KLISC, individual libraries need to evaluate usage in order to establish if they are getting value for their investment. The questionnaire did not ask respondents whether their usage analysis influenced marketing decisions or whether it was done for the mere purpose of meeting annual or quarterly reporting requirements. The bottom line, though, is that without readily available usage statistics, the evaluation of marketing efforts is significantly hampered.
Understanding of Marketing Principles
Alford acknowledges that marketing e-resources is now a necessary task for librarians. 21 She then cautions that to be successful at it, librarians must understand what marketing entails. The findings of this study are in agreement with this position. Twenty-eight respondents (97 per cent) either agreed or strongly agreed with the statement that 'competency in marketing is one of the core skills an e-resources librarian needs.' The questionnaire also sought to gauge librarians' perceptions of their understanding of marketing principles. More than half of the respondents rated their understanding of particular principles as either average or very good. Table 2 shows that five respondents (17 per cent) went as far as to rate their understanding of SWOT analysis as excellent. 22 It must, however, be acknowledged that the findings may not be an accurate measure of respondents' level of understanding of the principles, as they are a subjective assessment of what the respondents think they understand.
On the issue of whether the LIS curriculum covers marketing adequately, fourteen (48 per cent) of the responses imply that the curriculum is inadequate in its coverage because the respondents either strongly disagreed or disagreed with the statement that the 'Library and Information Science curriculum covers marketing adequately.' In spite of this implied shortcoming, seventeen respondents (59 per cent) either strongly disagreed or disagreed with the statement that 'librarians do not understand the principles of marketing.' The number of respondents who either agreed or strongly agreed with the statement was nine (31 per cent).
There seems to be a disparity in the respondents' assessment of LIS curricular coverage of marketing concepts and their assessment of their own and other librarians' understanding of them. Presumably the LIS curriculum is what would equip librarians with the foundations of the principles.
Application of Marketing Principles
As reported in Table 3 , the extent to which the respondents have applied the principles of marketing was rated as fair by twenty-one (72 per cent) and as low by six (21 per cent) of the respondents. This assessment comes despite their consensus on the need for marketing e-resources. Six respondents (21 per cent) agreed and twenty-three (79 per cent) strongly agreed with the statement that 'marketing of e-resources is necessary.' There is a glaring discordance between respondents' perceived level of knowledge of marketing principles (and the perceived need for having such knowledge) and the extent to which respondents have been able to apply them. The situation is even more perplexing since four respondents (14 per cent) strongly disagreed and fourteen (48 per cent) disagreed with the statement that 'applying marketing principles to e-resources is too time consuming.' All twenty-nine respondents also conceded that marketing e-resources requires a marketing plan. Twenty-eight respondents (97 per cent) went further by either agreeing or strongly agreeing that marketing e-resources Marketing mix / four Ps of marketing 0 (0) 2 (7) 10 (35) 14 (48) 3 (10) Market survey / user survey 0 (0) 2 (7) 10 (35) 14 (48) 3 (10) Marketing plan 1 (3) 2 (7) 13 (45) 12 (41) 1 (3) SWOT analysis* 0 (0) 2 (7) 7 (24) 15 (52) 5 (17) Market segmentation 0 (0) 2 (7) 9 (31) 16 (55) 2 (7) * A SWOT analysis (an acronym for strengths, weaknesses, opportunities, threats) is a heuristic exercise for organizations engaged in strategic planning.
should be part of the library's strategic plan. However, Parker and coauthors caution that a seemingly positive attitude toward marketing should not be taken at face value. They expound that since most librarians are now exposed to literature advocating an embrace of marketing concepts, their positive expressions may be influenced by knowledge that it is socially acceptable to agree with positive statements about marketing.
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Placement of Electronic Resources
Respondents were asked to list the portals at their institution that provide links to the subscription e-resources. The aim of this question was to provide insight into the concept of place as one of the four Ps of marketing. Twenty-six respondents (90 per cent) answered that their institution has a library website or webpage with a link to e-resources, twenty (69 per cent) said that their university website provides a link to e-resources, seventeen (62 per cent) said their library provides a link to e-resources in their online public access catalogue (OPAC), and twelve (41 per cent) said their library has remote-access links. The provision of remote access makes it more convenient for users to access the resources. Eight respondents (28 per cent) said that their institution has adopted a federated search or Google custom search for searching e-resources. This implies ease of use and convenience. Having a Google custom search is a positive development because the interface provides an experience that closely resembles the Google search that users seem to favour.
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From these findings, it is evident that academic libraries in Kenya are making an effort to enhance access to e-resources. While providing links to e-resources is commendable, it would be worthwhile to learn whether users understand the terminology that identifies the e-resources, where and how the links are presented on the webpages, and how many total clicks are required to yield search results.
Promotional Activities in Marketing Electronic Resources
When asked what promotional activities their library had carried out to market e-resources in the last five years, orientation/induction sessions were cited by twenty-eight respondents (97 per cent). Such sessions were the most common promotional activity chosen among the activities listed on the questionnaire. The effectiveness of induction/orientation sessions is questionable, however, given that they are often a one-time activity involving first-year students. Training sessions were cited by twenty-five respondents (86 per cent), while the use of the library website was reported by twenty-four (83 per cent). Other promotional activities included user guides (nineteen; 66 per cent), emails (fourteen; 48 per cent), roller banners/posters (fourteen; 48 per cent), and Facebook updates (fourteen; 48 per cent). It is worth noting that five respondents (17 per cent) work at libraries that have used a documentary video or YouTube tutorial to promote the resources.
In regard to using library websites for promotional purposes, Benedetti cautions that having a website or a social media account is effective only if the targeted audience understands the terminologies used to convey the message. 25 Benedetti advises that librarians consider user-centred terminologies in their libraries' promotional activities. In the design of promotional activities, libraries need to research users' preferred channels of communication in order to make informed decisions about where to focus their efforts.
Marketing as a Part of Strategic Planning and Budgeting
Germano and Stretch-Stephenson posit that marketing and strategic planning are interdependent. 26 In response to a question on whether marketing of e-resources is entrenched in their library's strategic plan, nineteen respondents (66 per cent) answered in the affirmative. Since the ultimate goal of a strategic plan is to meet user needs, the fact that ten respondents (34 per cent) did not have marketing of e-resources built into their library's strategic plan raises fundamental questions. The strategic plan, for instance, determines budgetary priorities. It is therefore not surprising that twenty-two respondents (76 per cent) said that their library has no budget allocation for e-resources marketing programs, while only seven (24 per cent) have a budget allocation. Seventeen respondents (59 per cent) reported that the marketing of e-resources is captured in other library planning documents, while twelve (41 per cent) reported that it is not captured in any document. The documents that respondents named as including the marketing of e-resources are as follows: a) annual and quarterly work plan; b) budget plan; c) information literacy program; d) library committee meetings and deliberations; e) library marketing and publicity guides; f ) library performance contracts; g) library policies; and h) library strategic plan.
Library Marketing Plan
In view of the importance of a marketing plan in the marketing cycle, respondents were asked to indicate how well they understood the components of a marketing plan and whether their library had one in place. Table 4 shows that twenty-six respondents (90 per cent) indicated that they understand the components of a marketing plan either fairly well or well. However, only five respondents (17 per cent) reported that their library has a documented marketing plan, while twenty-four (83 per cent) reported having no documented marketing plan. Those with a documented marketing plan reported that the plan is embedded in the university strategic plan, the budget, or the library's e-resources policy.
The need for a marketing plan cannot be overemphasized. A marketing plan is one means of creating a marketing culture and orientation. This is illustrated by Duke and Tucker's observation that the year-long Very well 1 (3) marketing plan adopted at Illinois Wesleyan University created an environment where staff constantly asked themselves whether whatever they were doing was a candidate for marketing. Encouraging such a mind-set ensures that marketing activities become part of the daily routine of all library staff.
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Evaluation of Marketing Strategies Banda emphasizes the importance of evaluating marketing strategies to enable one to spot where adjustments and improvements can be made. 28 Despite the value of evaluating marketing strategies, Gichohi is concerned that the evaluation stage of the strategic management process is often neglected, which can lead to failure of the strategies. 29 Germano and Stretch-Stephenson categorically dispute the notion that libraries being non-profit institutions means they cannot produce measurable strategic goals that are linked to revenue generation. 30 Respondents reported employing various means of evaluating the success of their marketing strategies. Five respondents (17 per cent) reported employing usage statistics for evaluation. Measuring the success of marketing strategies may involve analysing pre-and post-campaign e-resources usage statistics. The results of such analysis indicate whether patrons have been successfully enticed to use the service. 31 Other measures that respondents reported employing are customer satisfaction surveys and feedback from users. Regular customer surveys as a tool for evaluation can determine whether a product should be continued or withdrawn.
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The positive aspect of these findings on evaluation is that they imply an appreciation of the need for evaluation, but of the eighteen respondents who answered the question on how frequently the marketing plan was reviewed, 89 per cent acknowledged that they have never reviewed their plan. Due to the dynamic nature of library users' needs, the marketing plan cannot be a static document. To be responsive to changing user needs, the market plan must be reviewed constantly and adjusted accordingly. With respect to the review stage, Polger and Okamoto suggest that librarians need program evaluation skills so that they are better equipped to assess the success of their marketing programs.
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Responsibility for Marketing Electronic Resources
Polger and Okamoto also consider the question of who should be responsible for marketing activities in academic libraries. 34 Billah recommends the establishment of a marketing management department with full-time professional staff recruited for proper implementation of any marketing strategy. 35 On the question of taking responsibility for marketing e-resources, twenty-six respondents (90 per cent) reported having a designated person, team, or department tasked with the management of e-resources. However, only seventeen respondents (63 per cent) reported that the activity is clearly stated in the responsible party's job description. Disturbingly, three respondents (10 per cent) reported that their library has not designated any particular party for this crucial task.
When marketing responsibilities are not articulated in a job description, there is the risk of marketing activities not being included in performance targets set as part of the performance management for all government institutions in Kenya. Performance contracts were introduced with the objective of systematically collecting and analysing performance information to facilitate monitoring of progress toward set targets. Activities that lie outside performance contracts may therefore not receive adequate attention.
LIS Curriculum and Marketing
Kavulya recommends that marketing courses be taught in LIS schools in Kenya. 36 He proposes that learning marketing skills will improve marketing practices in libraries. Similarly, Gupta and Savard suggest that one needs to be a good marketer to be an effective librarian. 37 Garoufallou and co-authors are of a similar opinion and advise that librarians acquire training in marketing. 38 In this regard, respondents were asked if their library education covered marketing. Twenty respondents (69 per cent) rated marketing as not adequately covered or fairly covered, six (21 per cent) rated it as adequate, and three (10 per cent) rated it as very adequate. Apparently, the situation is not unique to LIS schools in Kenya. Mammo observes that the treatment of marketing in LIS curricula in Ethiopia is unsatisfactory. 39 There is a need to review the LIS curriculum with respect to marketing. Parker and co-authors propose that such review needs to address the question of the extent to which coverage of marketing in the LIS curriculum affects libraries' marketing activities. 40 
Marketing Seminars and Workshops
The importance of training in marketing is acknowledged by Dubicki, who notes that training creates strong advocates for a service and ultimately makes marketing campaign efforts more cohesive. 41 In this
regard, an open-ended question on the questionnaire asked respondents whether they had taken part in any marketing seminar or workshop. The responses reveal that various stakeholders have organized workshops on marketing. Some of these are the Christian Association of Librarians in Africa, Research4Life, INASP, and KLISC. Given the number of organizations that have sponsored marketing workshops or seminars, it is surprising that twenty-eight respondents (97 per cent) scored the level of their application of marketing principles as fair, low, or very low (Table 3) . It is paramount that the cause for this be addressed to ensure that funds spent on training have the desired impact.
Challenges Faced in Marketing Electronic Resources
Twenty-six respondents (90 per cent) reported that the lack of a budget allocation for marketing e-resources was a challenge, and twentyfive respondents (86 per cent) reported that users preferred the use of search engines to library e-resources. Literature on this preference abounds.
42 The answer may not lie in competition with the search engines but in learning what makes them popular, with a view to adopting their selling points. Inadequate staff and lack of support from academic staff were cited as challenges by twenty-one (73 per cent) and twenty (69 per cent) of the respondents, respectively. Linked to the challenge of inadequate staff is the challenge of time constraints, which was named by seventeen respondents (59 per cent). Interestingly, this seems to contradict the view of four respondents (14 per cent) who strongly disagreed and fourteen (48 per cent) who disagreed with the statement that 'applying marketing principles to e-resources is too time consuming,' a finding noted earlier. The number of databases and an inability to tailor prepackaged database content to user needs were named as a challenge by thirteen respondents (45 per cent). This seems to resonate with Alford, who laments that librarians have no control over the platforms provided for access, and with Ashcroft, who articulates the challenges of managing and marketing packages of bundled databases. 43 recommendations Academic libraries in Kenya need to adopt a marketing culture. Singh defines a marketing culture as the importance that an organization attributes to marketing and how it executes related activities. 44 Polger and Okamoto describe the current culture in libraries around promotional activities as that of apathy. 45 The marketing of e-resources stands to benefit from a marketing culture that permeates all library service delivery and involves the entire organization in a strategic program focused on becoming a 'marketing aware' organization. 46 Regular monitoring and evaluation of the success of the strategies chosen is required to ensure that the strategies are achieving the set targets.
To maximize the use of e-resources and gain a competitive edge, libraries must adopt a strategic approach to marketing. Strategic marketing enables libraries to understand their customers and tailor services and products to respond to those needs. Respondents in this study recommended teaching users how to access and effectively use e-resources. They further added that services need to be coupled with other exciting services such as engaging apps on library matters. Banda points out the need for libraries to be a bit more creative and aggressive in marketing electronic journals.
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Librarians require adequate skills and competency to carry out effective marketing campaigns. Marketing should therefore be integrated into LIS curricula in Kenya. Marketing also requires adequate resources. This calls for the support of university management in securing a budget to carry out marketing activities. One of the respondents recommended using available and cheaper opportunities to elevate the marketing of e-resources. In her research, Ndungu has identified methods and strategies for promoting library e-resources and other library services on a minimal budget, among them intranet, newsletters, instructional sessions, free online training, reading lists, and peer trainers. 48 conclusion University libraries invest a large amount of funds in e-resources. The investment must be justified through evidence of usage. It is therefore paramount that libraries, like any other organization, communicate their value and importance to clients through strategic marketing of their products and services. This study reveals that although librarians recognize the value of marketing, most academic libraries in Kenya lack a coherent marketing strategy. A strategic marketing plan is indispensable and should be an integral part of library activities. Applying the principles of marketing fully will help ensure that library patrons understand the advantages of using subscription databases, as opposed to search engines, and be sufficiently enticed to use them.
Limitations of the Study and Areas for Further Research
In assessing the level of librarians' understanding of marketing principles, the findings reported here may be subjective since they represent the self-assessments of the respondents. Parker and co-authors point out a potential bias occasioned by exposure to recent discussions in the literature asserting the benefits of understanding and applying the principles of marketing. 49 That is, respondents in this study may have given what they perceived to be socially correct responses to questions on marketing. Furthermore, the assessment of marketing coverage in the LIS curriculum offered in this study does not do justice to the subject. A more in-depth investigation is needed. This would, for example, involve evaluating actual LIS curricular documents.
miriam wanjiku ndungu works for the Library Department of Kenyatta University in Nairobi, Kenya. Email: ndungu.miriam@ku.ac.ke. ORCID: 0000-0002-4120-0899.
jane wacuka gikandi is the University Librarian at the Co-operative University of Kenya in Nairobi, Kenya. Email: jgikandi@cuk.ac.ke. ORCID: 0000-0001-9680-1213.
